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The objective of the study was to assess the e-commerce adoption and its effect on the performance of the tour operator enterprises based in Arusha region, Tanzania. The research design adopted was a descriptive cross sectional survey. The study population comprised of all registered tour operator’s enterprises. From which a sample of 75 tour operators were sampled jointly through convenience and snow bowl sampling. The primary data collection instrument was a structured questionnaire. Sixty three usable questionnaires out of the 75 were collected and analysed. 
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1.1 Background to the Study
The e-commerce can be defined traditionally as the process of conducting business transaction for example distribution, buying, selling and servicing electronically over computer networks, primarily the internet but also using corporate networks and extranets (Boateng et al, 2008). This includes using ICTs to strengthen a company’s internal operations, such as logistics, procurement, and human resource and contracts management, information and data management, communication functions, and to facilitate the flow of products between businesses and consumers for example marketing, ordering, payment, delivery, and searching for suppliers (McIvor & Humphreys, 2004).

Adoption of E-commerce offers potential benefits to public, financial institutions, private organizations and government operations in terms of costs and time reduction through reduced labour and paper work, lead time for payment and return on investment in advertising, faster delivery of product. Moreover, it enables enterprises to improve relationships with trading partners and lock in customers which make it harder for competitors to upset the customers. The idea of e-commerce is still new especially in developing country like Tanzania despite the fact that there is a major improvement in level and adoption of science and technology. For example, Materu & Diyamett (2010) shows that the use of ICT equipment is still low in Tanzania compared to other countries in the world but it is growing at a staggering pace. Moreover, Tanzania is considered a virgin market with an ICT penetration of less than 20 percent as compared with the European countries (Abodohoui et al., 2014).  However, the small and medium tourist enterprises are facing tougher impediments to the adoption of new information technology, in particular, e-commerce. Limited financial and human resources, technological capabilities as well as the ability to cope with the rapidly growing and changing organizations are still problems for SMEs (Raisinghani, et al., 2005). Hence this study attempted to assess of e-commerce adoption and its effect on performance of tour operators in Arusha, Tanzania.
1.2 Statement of the Research Problem
The background of study highlighted a number of benefits derived from e-commerce. Despite the number of identified benefits, a significant number of studies, e.g. Apulu & Lathman (2009), still report that the adoption level is relatively low especially in Africa as compared with developed countries. Research done in African countries such as South Africa (Mpofu, et al.2013), in Benin (Abodohoui et al.2014), in Botswana and Ghana (Asare, et al. 2012) identify the main hindering factors to include power outage, limited finances, difficulty to get loans from banks (Mpofu et al.2013), lack of language skills, poor infrastructure, high costs, underdeveloped security concerning e-commerce (Asare, et al., 2012), corruption, poor IT skills and lack of ICT investment. (Abodohoui, et al.,(2014). An earlier research, by Kabanda (2011), looked into Tanzanian SMEs in terms of their perception of e-commerce within their businesses. The findings indicate that small companies did not really understand the concept of e-commerce. Also other researches on E-commerce in LDCs, particularly in Tanzania, have drawn a tendency of overlooking the SMEs' perspective, and paying more attention to the technical infrastructure and telecommunication sectors.  Kabanda, (2011) therefore argues that more research is needed in order to understand the extent to which SMEs in Tanzania embraces e-commerce. In order for the tour operator’s company to grow, there is a need for them to adopt appropriate methods in dealing with customers (tourists), but it seems very little attention has been paid by these companies to the power that e-commerce can provide to them so that they can grow their businesses faster. It is in this view that the present study attempted to assess the extent of e-commerce adoption and its effects on performance of tour operators’ businesses.
1.3 Research Objectives 
1.3.1 General Research Objective
The main research objective for this study was to assess the E- commerce adoption and its effects on performance of tour operator in Arusha region, Tanzania.
1.3.2 Specific Research Objectives
(i)	To assess performance of tour operator in Arusha.
(ii)	To assess the extent of E-commerce adoption by tour operators in Arusha.
(iii)	To evaluate the relationship between the extent of e-commerce adoption by tour operators and their performance.
(iv)	To identify the barriers that hinder the tour operators in their desire/efforts to adopt e-commerce
 1.4 Research Questions
1.4.1 General Research Question
Does E-commerce adoption affect the performance of tour operators in Arusha?
1.4.2 Specific Research Questions
(i)	What is the performance of tour operators in Arusha?
(ii)	What is the extent of E- Commerce adoption in tour operators in Arusha?
(iii)	Is tour operators’ performance related to the extent of their e-commerce adoption?
(iv)	What are the barriers that hinder tour operator’s adoption of e-commerce?
1.5 Relevance of the Research
The findings from this study will lead to increased knowledge and awareness on the extent to which tour operators adopt e-commerce in running and growing their businesses and whether the level is related to their performance.  The study findings will also provide educational materials, a base for others to advance research on this subject.  Moreover, the study will add to the knowledge about the factors that impede adoption of e–commerce in Tanzanian SMEs 

For academics stakeholders, the findings will add new knowledge for research in the area of e commerce, as Tanzania focuses on becoming a world class tourism economy. For policy makers, the findings will inform future policy dialogues on the adoption of e-commerce. It is hope that with these findings, stakeholders will be motivated to come up with initiatives such as funding, incentives and other initiatives that support the use and development of e-commerce in the small enterprise's sectors.
 1.6 Organization of the Dissertation
The rest of the dissertation is organised as follows: 













 2.0 LITERATURE REVIEW
2.1. Overview
This chapter examine and reviews literature related to e-commerce adoption and its effect on performance of businesses. It gives a brief conceptual definition of e-commerce, e-commerce adoption and performance, and then, discusses the benefit and obstacles of e-commerce adoption, further goes to review previous theoretical and empirical studies and also cover statement of hypothesis, conceptual framework and research gap.
2.2 Conceptual Definitions
2.2.1 E-commerce
E- Commerce has wide range of definitions. One comprehensive definition is 'the use of electronic communications and digital information processing technology in business transactions to create, transform, and redefine relationships for value creation between or among organisations, and between organisations and individuals' (Ahmed et al., 2011; Bakshi et al., 2009). In e- commerce, ‘e’ refers to the technology or systems while ‘commerce’ refers to the traditional business models (Turban,et al.2008).		
Therefore, the definition of e-commerce in this study is the use of the internet in any way that allows businesses (tour operators) to communicate, publish or gain access to information. This includes activities such as email and the publishing of information on websites or portals, as well as research and information gathering, reservations, payments online or even integrating businesses.
2.2.2 E-commerce Adoption
E-commerce adoption can be defined as the extent to which a firm embeds a certain set of technologies in its processes and makes them fully operational for being used (Li et al.,2009). E-commerce adoption can be also defined as new approach to the business which including innovation, technology, application, service, and business model. Also E-commerce adoption refers to making a decision to use networked, computer-based technology in value chain activities (Zhu, et al.2006). 

Rao,et al. (2003) proposed a four – stages e-commerce development model that describes the progress of e-commerce adoption. The four stages are: The first one is the presence stage which includes the use of the internet such as providing content online, the development of online catalogues, and using email. The secondly, is two-way communications stage which involves communicating with customers and suppliers, or ordering online, that can be used to offer online ordering and perform market research. No transaction takes place at this stage. The third stage is online financial transactions, including both selling and buying. Transactions may take place with both customers (B2C) and businesses (B2B). This stage can also be used to provide online auctions and build online communities. Fourth stage is enterprise integration stage, whereby, the business processes are completely integrated with the online business so that they are virtually indistinguishable.
2.2.3 Performance
Performance can be defined as the outputs or meaningful business results measured against its intended outputs. Jahanshahi, et.al. (2012) defines performance as gaining an unprecedented improvement from the development of the technologies in business and trade. This is definition that was adopted in this study. Further, performance can be also defined as the accomplishment of a given task measured against present known standards of accuracy, completeness, cost and speed. (Kibuthu, 2014). Existing research points out that e-commerce can offer readily discern benefits in comparison to traditional environments. For example, many researchers hold the view that e-commerce has positive impact on business operations, and policy makers and managers are certain that e-commerce conveys wide range of benefits, and that companies that are left behind in adopting e-commerce can't compete favourably in the global marketplace (Noor, 2009).

Some business entities around the world have implemented e-commerce and some of benefits obtained include improved performance in terms of  improvements in operational efficiency and effectively,  access to wider range of markets (market expansion), improved customer service, cost reduction (Ismail, 2004). In addition, e-commerce can support the survival of tour operator and travel agents as SMEs by increasing their competitive position (Estebanez, 2010; McAdam et al., 2010; Thulani et al., 2010).

2.2.5 Obstacles to e-commerce Adoption
The literature has addressed the obstacles faced by small business in developing countries particularly at macro and micro level. For example, Mpofu et al., (2013) made three studies in South Africa within the tourism industry which identified power outages, lack of time, and financial constraint as the most significant barriers for ICT adoption among three SMEs. This subsection describes the obstacles faced the small businesses in e-commerce adoption in developing countries. 
(i) Access to Financial Resources and the Cost Involved
Access to finance is a major problem for small business and the cost involved with adopting e-commerce is a crucial factor affecting technology adoption ( Ghobakhloo et al., 2011, Lawrence & Tar, 2010, Thulani et al., 2010). The costs include technology equipment, managing websites and adopting online technologies and maintaining e-commerce system.  

(ii) Lack of Awareness of Technology Adoption and Knowledge
The adoption of e-commerce by small businesses is hindered by the general lack of knowledge and awareness of benefits of technology could be due to the owner and / or staff level of education and computer literacy (Apulu & Ige, 2011; Lawrence & Tar, 2010).

(iii) Inadequate and Unreliable Telecommunications Infrastructure
This is the mostly common obstacle to e-commerce adoption in developing countries (Alghamdi et al., 2011).

(iv) Lack of External Support
Lack of  external support in terms of advice and support for adopting e-commerce, particularly in areas relating to what technology to adopt and how to adopt (Apulu & Ige, 2011).

 (v) Lack of Knowledge and Skills In The Workforce
This related with the ICT human capital base, in terms of employees and or managerial staff with ICT skills in the area of business of the SMEs (Apulu and Ige, 2011, Thulani et al., 2010). 
 2.3 Critical Review of Supporting Theories 

2.3.1 Overview
In the e-commerce research literature, greater levels of e-commerce adoption have been linked with improved organizational performance (Kraemer, Gibbs and Dedrick, 2003). The literature on e-commerce adoption by business suggests that most previous research is based on four frameworks which includes diffusion of innovation theory (DOI) (Rogers, 1995), Technology-Organisation-Environmental Model (TOE), Tonatzky and Fleischer (1982), Institutional theory and lastly, Resource-Based View theory. However, the review of literatures shows that Resource-Based Theory is the major theory that has been adopted by prior researchers to interpret the relationship between IT and firm's performance (Jacks et al., 2011, Liang et al., 2010, Salwani et al., 2009). Under this study, Resource-Based View theory was used to assess the e-commerce adoption and its effects on performance of tour operators in Arusha, Tanzania.

2.3.2 Resource-Based View theory (RBV)
This theory is a potential framework for enhancing in the theoretical basis of e-commerce value, which links firm performance to organizational resources and capabilities. In the Information System literature, many studies have applied RBV to theoretically analyze the implications of IT on firm's performance (Jacks et al., 2011, Liang et al., 2010, Salwani et al., 2009). It is also used to investigate E-commerce adoption and its effects on organizational performance in general as well as in different industries. Some of the studies that used RBV model include for example; Rezvani (2011) which focused on manufacturing industries.  The resource-based view (RBV) of the firm posits that firms compete on the basis of "unique" corporate resources that are considered to be valuable, rare, and difficult to either imitate or substituted for the purpose of bringing competitive advantage to the firms (Salwani et al.(2009). A firm's resources and capabilities can be physical assets, human capital, and organisational capital. Physical assets include tangible resources such as financial resources, technology, and machinery. But human capital and organisational capital are intangible resources. Human capital deals with expertise, skills, and relationships while organisational capital deals with structure, processes, reputation, information and knowledge possessed by the firm. 
2.4 Empirical Analysis 
2.4.1 General Studies
Empirical research carried over the world shows that most of the small businesses that adopt e-commerce perform better than those which do not. This is because of its catalytic effect on the business performance. For example, most of the previous studies had shown a positive relationship between IT adoption and firm's performance (Chong et al., (2011), Liang et al., 2010). Also, the results of Ramanathan et al., (2012) on a study in Taiwan confirmed that the adoption of e-commerce in operations helps larger firms and SMEs to perform better.

 In Spain, the study done by Perez-Arostegui et al., (2011) on 230 firms on Spain analyzed the impact of IT competence on quality performance. The results showed that IT competence, which composed of flexible IT infrastructure, IT managerial knowledge, and integration of IT strategy with the firm's strategy, all had a positive and direct impact on quality performance and thus also on competitive advantage.
In Malaysia, the findings by Gaith et al., (2009) on the Malaysian construction industry indicated that firm's performance was related to the level of investment in information technology. However, despite the common consensus that e-commerce adoption influences firm’s performance, results of previous studies on the effect of IT resources on firm’s performance are often inconsistent.  Given these inconsistent results, it is unclear whether any direct effect exists between IT resources in organizations and their performance. For that reason, several authors e.g. Ismail et al.,(2014) highlighted the need for more research to investigate the impact of IT adoption on the firm’s performance. 
 
2.4.2 Studies in African Countries
The studies done in Africa countries show that Africa may have the highest growth rate in mobile telephones, but it is of a very low base whereby large numbers of Africans do not have permanent access to basic telephone and very few have access to the enhanced e-commerce services required for effective participation in the economy and society (Esselar et al. 2007). In South Africa, the findings by Binuyo et al., (2014) on the assessment of the impact of ICT on the performance of South Africa banking industry shows that the use of ICT increases return on capital employed as well as return on assets of the South African banking industries. Furthermore, the study discovers that more of the contribution to performance comes from ICT cost efficiency.

According to Ongori and Migiro (2010), the evolution of technology has affected the way businesses operate. First, it has changed the industry structures and altered the degree of competition. Second, it has created a competitive advantage for the businesses, which have adopted ICT in their business process. Third, it has improved business operations by increasing the productivity, efficiency of internal business operations and connects small businesses more easily and cheaply to external contacts both locally and globally. Most of earlier research done in Africa countries such as South Africa (Mpofu et al., 2013), Benin (Abodohoui et al., 2014), Botswana and Ghana (Asare, Gopolang, & Mogotlhwane, 2012) focuses mainly on obstacles that  hinder  the adoption of ICT within SMEs as well as the benefits enjoyed. The main hindering factors found in these investigations are power outage, limited finances, difficulty in getting loans from the banks (Mpofu et al., 2013), low language skills, poor infrastructure, high costs, underdeveloped security concerning e-business (Asare, Gopolang, & Mogotlhwane, 2012), corruption, poor IT skills and lack of ICT investment (Abodohoui et al., 2014).  

2.4.3 Empirical Studies in Tanzania
Kabanda, (2011), researched on perception of e-commerce in Tanzania. Findings indicate that companies in Tanzania did not really understanding the concept of e-commerce and according to their opinion e-commerce was equal to just having a website and being able using basic features on the mobile phone. Most of literature lacks information about the SMEs’ view of the e-commerce matters and research need to go more into deep in order to better understand how SMEs in Tanzania understand the meaning of e-commerce adoption (Kabanda, 2011). 
2.5 Research Gap 
Most of the previous empirical literature divided between those that identified various factors that influence ICT adoption and those that investigated the strategic advantages whether e-commerce can bring impact and improve SMEs performance. Despite the common consensus that e-commerce adoption influences firm's performance, assessing the impact of IT investment on firm's performance is still problematic.  Furthermore, although a large number of papers related to this approach (RBV) have been published, the findings are inconclusive (Liang et al., 2010).  This study was carried out with the aim of filling this gap by assessing the extent of e-commerce adoption and its effects on performance of tour operators in Arusha Region, Tanzania.

2.6. Conceptual Framework




























2.7.1 Dependent Variable-Performance of Tour Operator’s Companies
In order to assess the effect of e-commerce adoption on firm outcome performance the study  used subjective performance based on four dimensions appear on the conceptual framework above to measure company performance; market expansion, customer service, efficiency and cost reduction. (Ismail, 2004). Market expansion, was measured through: Better access to wider range of customer (Auger et al., 1997); new sources of revenues (Fraser et al., 2000); better access to information (Fillis et al., 2003). Customer service was also measured through: Better interaction with customer (Korgaonkar et al, 2002); faster response time to enquiry (Auger et al., 1997). Efficiency was measured through: Facilitated order entry processing Hansen & Hill (1989); improved operational effectiveness (Zhuang et al., 2003).Cost reduction was measured through: Reduced administrative costs (Zhuang et al., 2003); reduced marketing costs. 

2.7.2 Independent Variable-E-commerce Adoption
The extent of e-commerce adoption that is e-commerce capabilities was measured by model developed by Rao et al. (2003) who proposed a four stage of the progress of e-commerce adoption but in fact the business can enter at any stage. These stages are; First, The presence stage which involved mainly uses of internet, E-mail, providing content online and development of online catalogues. The secondly, Portal (Two-way communications stage) involved uses of website for communication between customers and supplier or offer online ordering. Third stage is the online financial transactions involve selling and buying online, together with other financial transaction such as online auction. Fourth stage is the enterprise integration involved complete integration online business with collaboration between business partners.

2.8 Statement of Hypotheses
H0: There is no relationship between the extent of e-commerce adoption by tour operators and their performance.






 This chapter presents the methodology used to carry out the study. It describes the research design, type and source of data, research instruments that employed in the data collection and data analysis. It also generally presents the techniques used in handling the data and test the hypothesis of the study.
3.2. Research Strategies
Kothari (2004) defined research design as arrangement of conditions for collection and analysis of data in a manner that aims to combine relevance to the research purpose with economy in procedure. Research design is a structure of any type of research. It is the glue that holds together the elements in research project. Saunders et al., (2009) described in details different types of research strategies which includes experiment, survey, case study, action research, grounded theory, ethnography, archival research. The survey strategy is usually associated with the deductive approach and tends to be used for exploratory or descriptive research. This study used survey strategy because it allows the collection of a large amount of data in highly economical way in terms of time, cost and also allow collecting quantitative data which can be analysed quantitatively using descriptive statistics. As it has been explained in Chapter one, the purpose of the study was to assess the effect of e-commerce adoption on performance of tour operator enterprises. Therefore, descriptive cross sectional survey design was necessary because it is a kind of design that put across the state of affair as it is so as to reach a conclusion on the studied phenomenon. 
3.3 Survey Population
A population refers to the total of items about which information is desired (Kothari 2004). The target population for this study comprised the total of 153 registered tour operator’s enterprises based in Arusha region, Tanzania. The name, address and locations of the tour enterprises obtained from website of Tanzania Association of Tour Operators (TATO) (www.tatotz.org/ (​http:​/​​/​www.tatotz.org​/​​)). 

3.4 Area of the Research Survey
The study was conducted in Arusha Municipality area. Arusha region is one among the cities in Tanzania which play a leading role as a centre of tourism activities compared to other cities; most of tour operators’ enterprises conduct their operations in Arusha. This was the main reason behind the choice of Arusha for this study. 

3.5 Sampling Design and Procedures
According to Kothari (2004) sampling design is a definite plan for obtaining a sample from a given population. It refers to a technique or procedure the researcher would adopt in selecting items from the population for the sample. Sample design may as well lay down the number of items to be included in the sample size. Sampling units for the study were tour operator businesses. The scatteredness of the businesses and the difficulties in locating some of their offices rendered the use of any probability sampling ineffective. Thus, a combination of two non-probability sampling techniques- convenience and snow bowling sampling techniques were adopted. Efforts were made to reach out 50% of the population that is 75 businesses, within the planned field duration of the three weeks.    
3.6 Methods of Data Collection 
The study used mainly primary data. Kothari (2004) argued that data which are collected using surveys, case studies and problem solving are called primary data as they are obtained first hand. Data collected using the desk approach are called secondary data as they are obtained from other sources. In this study, the data was collected by using self- administered a questionnaires containing among other things scales for measuring extent of e-commerce adoption and enterprise performance outcomes. The questionnaire also contained a list of potential obstacles to e-commerce adoption identified through literature review. Total of 75 questionnaires were distributed but only 63 usable ones were returned and used in the analysis. This represents a response of 84%. Under one questionnaire per enterprise, the target was to have it filled by the CEO. Where that was not possible, a deligatee was asked to fill it.
3.7 Variables and Measurement Procedures
The conceptual framework which is illustrated in Chapter 2 Figure 2.1 shows the variables to be measured. The main variables of this study are the extent (stage) e-commerce adoption and performance of tour Operators enterprise. Performance was captured by a 7-item scale with a 5-point likert type rating where; the (5) stood for 
 'to a greater extent', (4) for 'slightly more than average', (3) for 'to an average extent', (2) for 'to some extent' and (1) for 'Virtually no change'.

Independent variable extent of e-commerce adoption composed of presence, portals, transaction integration and enterprises integration stages. The extent was captured dichotomously by scoring 1 if the item is used by the enterprise, 0 otherwise. All scores on this 8- item scale were summed up for each enterprise to return an index with value varying from 0- an enterprise uses non and 8- an enterprise uses all items.  
3.8 Questionnaire Design
First part, requested general information from the respondents-(owners/ managers). This included ownership, year of establishment, major product/services, size of the company in terms of number of employees and CEOs highest education qualification. 
The second part contained statements designed to capture extent of e-commerce adoption by ticking the box against e-commerce applications used by the enterprise and leave blank for those that are not being used. These questions are categorized based on the extent (stages) of e-commerce adoption (e-commerce capability) illustrated on the conceptual framework. The third part included some performance output statements such as better access to information, improved operational effectiveness, better interaction with customers, reduced administration costs, facilitated order entry and faster response time to inquiry. Respondents were given rating from 1-5 to indicate the extent of performance change following e-commerce adoption.  Lastly, the questionnaire comprises the questions which the respondents required to indicate the e-commerce adoption obstacles.

3.9 Data Processing and Analysis
All 63 questionnaires were inspected and found to be usable. Data contained therein was coded and entered into an SPSS data sheet. Statement on the obstacles list were negatively worded and hence were reversed coded. Enterprise age was computed as the difference between the research year (2015) and the year of establishment and these were later grouped. Product line was used to establish whether an enterprise was diversified or not and the value of 1 was assigned an enterprise with products/services other than safari tour; 0 otherwise. Using number of employees, enterprises were regrouped following SME policy (UTR, 2003) into micro enterprises (1-4 employees), small enterprises (5-49 employees), medium (51-99 employees) and large (100+ employees).

A pre-testing study was carried out by administering the questionnaire on five in order to test the validity and tested before they are administered on a large scale. Scale test was carried out to test for the internal consistency reliability of the two scales- extent of e-commerce adoption (EXTEC) and the enterprise performance outcomes (EPO). Results are on Table 3.1. Both scales returned a Cronbach's alpha greater than 0.7. Results are similar to those reported in Abou-Shouk,(2012), which reported of Cronbach's alpha of  0.860 for the perceived benefits of e-commerce adoption. Thus since cronbach’s alpha for EXTEC (0.783) and EPO (0.878) it was concluded that the two scales had internal consistency. 








An index for e-commerce adoption was computed by summing the dichotomously scored list of 7 items where higher score signified greater extent of e-commerce adoption and vice versa. Total scores were computed for the enterprise performance outcome items. For the obstacles, percentages of those who scored strongly agree or agree were computed for each listed obstacle. These items were then ranked and an item with highest percentage implied the most important obstacle and vice versa.  Descriptive statistics like frequencies, percentages, means and standard deviation were used to measure extent of e-commerce adoption and enterprise performance outcomes. To test the hypotheses formulated earlier, regression analysis was used, whereby e-commerce adoption is independent variable while performance outcome is dependent variable. The regression model was specified as follows.



















4.0 FINDINGS AND DISCUSSIONS
4.1 Overview
This chapter is presents and discusses the findings of the study. The chapter consists of five sections. Section 4.2 describes the sample. Section 4.3 presents the results of the analysis of enterprise performance. Section 4.4 deals with analysis of the extent of E-commerce adoption. Section 4.5 shows the relationship between the enterprise performance outcomes and the extent of E-Commerce adoption. Section 4.6 is on about e –commerce adoption obstacles and finally discussion of the findings comes in Section 4.7.

4.2 Description of the Sample
From Table 4.1, majority of the enterprises in the study are organised as a private Limited (58.7%), three times more than those in each of the other categories. Most of the enterprises (41.9%) had been in business for between 10 and 19 years. The mean age was 15.13 years with standard deviation of 11.82 ranging from 2 to 67 years. About 70 percent of the participating enterprises were diversified, i.e. having products or services other than tour operations. Such other products and/or services included tented camping, mountain climbing/trekking and hotel. Others included ticketing, cultural tourism, wildlife photography, and car hire.  The size of enterprise was measured by number of employees. Categorization followed the firm size definitions provided in the Small and Medium Enterprises policy (URT, 2003). Table 4.1 therefore shows that the average size is 43.36 employees, ranging from 2 to 500 employees.  Small enterprises were about four times all other enterprises put together. Finally, CEO’s highest education qualification was assessed. Table 4.1 shows that those with Bachelors qualification were about two and a half times those with a postgraduate qualification. Those with less than bachelors (diploma or certificate) constituted 30 percent of the sample.






ENTERPRISES AGE	   62		15.13	11.82
<10 years	20	32.3		














Source: Field Data, (2015)

4.3 Enterprise Performance
Table 4.2 reveals that tour enterprises had a mean performance score of 27.26 with S.D. of 6.23, ranging from 9 to a maximum of 35. If all respondents scored 1 against each statement the maximum score would have been 8 and if all scored 5, the maximum score would have been 40. Better performance was experienced in the areas of speed of responding to enquiries, access to wider range of customers, access to information and better interaction with customers with mean scores of 4.51, 4.32, 4.16 and 4.16, respectively.




Better interaction with customer		4.16	1.07	1	5
Faster response time to enquiry		4.51	0.86	1	5
Better access to wider range of customers		4.16	1.10	1	5
New sources of revenue		3.25	1.41	1	5
Better access to information		4.32	1.05	1	5
Total Scale	62	27.26	6.23	9	35
Source: Field data, (2015)

4.4 Extent of E-Commerce
The results shown in Table 4.3 indicate that almost all 100 percent enterprises adopted e- commerce in the study frequently used it to communicate via email with external trading partners eg. Visitors and travel agents. Further, it shows also  that most of  the enterprises mainly apply e-commerce to receives enquiries from, or sends requests to, customers (visitors) through their website ( 90.5%), promotes their businesses  by publishing basic company information online (85.7%), send invoices/bills to customers online (81%), receive orders from customers online (79.4%), and  receive payments online from customers (71.4%). 

However, the Table 4.3 shows that a few number of enterprises in the study used e-commerce to integrate its business with those of other business partners online (9.5%). On the other hand, some of the enterprises surveyed indicated that they occasionally used E-Commerce to accept payments online via credit cards, develop and publish their catalogues online as shown in the table.


Table 4.3: E-Commerce Adoption
Item	n	%	m	S.D.	Min	Max
Enterprise communicates via email with external trading partners (e.g. Visitors, travel agency, etc)	63	100				
Enterprise promotes its business by publishing basic company information online	54	85.7				
Enterprise develops and publishes its catalogues online	40	63.5				
Enterprise receives enquiries from , or sends requests, to customers(visitors) through its website	57	90.5				
Enterprise receives orders from customers online	50	79.4				
Enterprise sends invoices/bills to customers online	51	81.0				
Enterprise receives payments online from customers	45	71.4				
Enterprise accept payments online via credit cards	36	57.1				
Enterprise integrates its business with those of other business partners online	6	9.5				
Total scale			6.38	2.04	1	9
Source: Field data, (2015)

4.5 Relationship between Enterprise Performance (EPO) and Extent of E-Commerce Adoption (EXTEC)
Table 4.4 shows that the e-commerce adoption explains about 29.2 per cent of the variance in enterprise performance outcome. Furthermore, table 4.4 shows F- statistics of 26.19 p< 0.001 implying that the model with e-commerce has significant power to predict the variations in enterprise performance outcomes. Results also show that the coefficient of the independent variable – e-commerce adoption (EXTEC) as 1.68 (t=5.12; p<0.001). This shows that e-commerce adoption significantly positively affect enterprise performance. Therefore the null hypothesis of “no relationship” between the two variables was rejected. 




F(1) = 26.19; p<0.001; Adjusted R-Square = 29.2%
Dependent variable: Enterprise performance
Source: Field data, (2015)

4.6 E – Commerce Adoption Obstacles
Table 4.5 shows that the majority of enterprises indicated the difficult to access financial resources from (36.5%), inadequate and unreliable telecommunication infrastructure within study area (25.4%) and advice and support hardly available (23.8%) as major obstacles to e-commerce adoption. However, most the enterprises indicated that their employees had general ICT skill applicable into day to day operations and also had the knowledge of E-Commerce.

Table 4.5 E-Commerce adoption obstacles
Item	Percent
Inaccessibility of financial resources	36.5
Inadequate and unreliable telecommunication infrastructure 	25.4
Advice and support hardly available	23.8
Lack of knowledge on e-commerce related technology and their acquisition procedures.                                                                                                                      	           17.5
Employees lack knowledge of e commerce	11.1
Employees lack general ICT skill applicable to tour operations	04.8
Source: Field data, (2015)

4.7 Discussions
This section includes discusses the findings based on the specific research objectives of this study. The results of the study revealed that most of enterprises based in Arusha region, Tanzania aware and adopted some form of e-commerce applications. However, the study indicated that almost all tour enterprise apply e-commerce to communicates through email with external trading partner such as travel agency, visitors and other stakeholders. Further, the findings showed that the extent of adoption of e-commerce through integrate business with other business partner online is low among tour enterprises.
The study findings further revealed that there were improvements to the tour enterprises performance especially in the speed of response to enquiry, access to the information, access to wider range of customers and also better interaction with customers. The findings also revealed that e-commerce adoption has positive effect to the performance outcome of tour enterprises by improved the operational efficiency and effectively. This findings are consistent with the results from previous studies conducted by Chong et al., (2011) in Malaysia, Liang et al., (2010) , Ramanathan et al., (2012 in Taiwan and Perez-Arostegui et al., (2011 in Spain and  Binuyo et al., (2014) in South Africa.






5.0 CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS

5.1 Overview
The main objective of this study was to assess the e-commerce adoption and its effect on the performance of tour operator’s enterprises based in Arusha region, Tanzania. A structured questionnaire was self-administered on a sample of 75 tour operating enterprises and resulted into 63 usable questionnaires. The extent of e-commerce adoption was captured through computation; by adding all eight (8) items of e-commerce application to get total score percentage of each tour enterprise.

The enterprise performance outcome variables obtained also by compute the mean of total seven (7) items comprise at each enterprise performance outcome. Descriptive statistics were used to establish both the extent of e-commerce adoption and enterprise performance. Ordinary least square regression technique was used to establish the effect of e-commerce adoption on enterprise performance. Percentages were used to rank the identified obstacles to e-commerce adoption.

The rest of the chapter is organised as follows: Section 5.2 summarizes the key findings, Section 5.3 deal with the conclusion based on the research findings discussed in the previous section, Section 5.4 explain the implication of the study findings, section 5.5 recommendation and lastly section comprise the areas for further research.


5.2 Summary of Key Findings
5.2.1 What is the Performance of Tour Operators in Arusha?
Regarding on the first research question, the descriptive statistical was performed, based on the mean scores of tour enterprises performance outcome; the result indicated that most of the tour enterprises have improved some of their day to day operations particularly in the area of speed of responding to enquiries, access to wider range of customers, access to information and better interaction with customers. 

5.2.2 What is the extent of E- Commerce Adoption in Tour Operators in Arusha?
Based on the extent of e-commerce adoption, the findings showed that all tour enterprises based in Arusha region used e-commerce to communicate via email with other external partners. However, the results showed that majority of tour enterprises apply e-commerce on other business activities such as receives orders, enquiries and payment from customers online, business promotion online, publishes catalogues online. On other hand, few tour enterprises adopted e-commerce up to the level of accepting payments online via credit cards and integrating their business with those of other business partners online.

5.2.3 Is Tour Operators’ Performance Related to the Extent of their E-Commerce Adoption?
The outcome of regression analysis confirmed that extent of e-commerce adoption had a significant positive effect on the tour operators’ performance. The findings imply that the extent adoption of e-commerce had a positive relationship with the performance of tour enterprises.
5.2.4 What Factors Influence Tour Operator’s Adoption of E-Commerce?
Pertaining to the fourth research question, the study findings revealed that the main factors which hinder the tour enterprises from adopting e-commerce were inaccessibility of financial resources, inadequate and unreliable telecommunication infrastructure and non availability of advice and support from various stakeholders. However, the result showed that most of employees had a general knowledge of ICT applicable in the enterprises. 
5.3 Conclusions 
Based on the study findings revealed in the research study, the conclusion were made on the assessment of the e-commerce adoption and its effects on performance of tour operators based in Arusha region, Tanzania. The study concludes that, e-commerce adoption is positively related to performance outcomes of tour enterprises, and therefore managers should adopt and use e-commence effectively as one of the strategies to improve their performance. Furthermore, inaccessibility of financial resources, inadequate and unreliable telecommunication infrastructure and advice and support from various stakeholders especially the government were the major factors that hinder adoption of e-commerce in the tour operator enterprises.
5.4 Implications
The study findings have the following implications:  Firstly tour operator enterprises should endeavour to invest in e-commerce adoption and the necessary supporting environment. Secondly, the findings imply that the key stakeholders such us the government including the regulator – TCRA should continue to enact policies and invest in infrastructures that is friendly to e-commerce adoption by micro, small, medium as well as large enterprises.
Thirdly, the findings imply that one of the strategies that tour operators could pursue in their quest to achieve better performance and growth is to adopt e-commerce in their operations. Tanzania Association of Tour Operators (TATO) should also take e-commerce adoption as an agenda for the development of its member.
5.5 Recommendations
From the study’s conclusion the following recommendations are made: firstly, the tour operator enterprises should continue to make use of e-commerce that have been put in place in order to increase the performance of enterprises. Secondly, the tour enterprises should invest more in e-commerce adoption because it has been proven to significantly influence enterprise performance positively. Thirdly, the government and other regulatory bodies should continue support the tour enterprises in terms of training, policy, consultancy and provision of more reliable telecommunication infrastructure and also develop a programme to encourage e-commerce adoption by establishing a special fund to support and create capacity building for tour enterprises to embrace e-commerce adoption. 
5.6 Areas for Further Research
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Appendix 1: Research Questionnaire
Introduction

My name is Joseph Kajembe, a student reading for a Master of Business Administration at the Open University of Tanzania.  I am conducting a research for the purpose of producing a dissertation as part of the requirements of the degree award. My topic is entitled “Assessment of e-commerce adoption and its effects on performance of tour operators in Arusha, Tanzania”.

This questionnaire therefore seeks to collect data for the purpose. I undertake to treat the data you provide with the level of confidentiality they deserve and use them for the stated purpose only. Instructions are provided in each section.

A.	PROFILE OF THE COMPANY
Please tick or fill in the blanks where appropriate:

1.	Ownership
My enterprise is organised as a: 
Sole proprietorship [ ]   Partnership [ ] Private Limited [ ] 
Others, Please specify: ____________ ____________

2.	Establishment
My enterprise was established ________________ (specify the year of its establishment)

3.	Product line
The major product/services of my enterprise are: (Name the two top most products/services in your portfolio):
(i)	_______ _____________ __________________ ________________
(ii)	_______ ______________ ____________ _____________________

4.	Size of the Enterprise
My enterprise employed an average of ____ employees over the last two years (specify number of employees).

5.	Ducation Qualification
The Highest level of education attained by your enterprise’s  Chief Executive Officer is: 





B.	E- Commerce Adoption in the Company

6.	Please tick to select one statement that best reflect your level of awareness of e-commerce

I am aware and do practice e-commerce	 
	
I am aware but do not practice e-commerce	 
	
 have heard of e-commerce but do not know what is it	 
	
 have never heard of e-commerce	 

7.	Extent of E-Commerce adoption (E-Commerce Capability)
The following statements are designed to capture the extent to which your enterprise has adopted e-commerce. Please tick against the statement or statements which reflect the aspects that you are using in your enterprise. 

	E-commerce stage and applications	
(i)	My enterprise communicates via email with external trading partners (e.g. visitors, travel agency, etc)	
		
(ii)	My enterprise promotes its business by publishing basic company information online (e.g. contact details, location) 	
		
(iii)	My enterprise develops and publishes its catalogues online	
		
(iv)	My enterprise receives enquiries from, or sends requests, to customers (visitors) through its website.	
		
(v)	My enterprise receives orders from customers on line	
		
(vi)	My enterprise sends invoices/bills to customers online 	
		
(vi)	My enterprise receives payments online from customers.	
		
(vii)	My enterprise accept payments online via credit cards	
		











8.	Do you have internet/e- commerce applications or IT tools in place in your enterprise? 	Yes [ ]		No [ ]

9.	Which company ICT hardware devices do you have to enable work in your enterprise? (Please tick more than one any appropriately)




10.	Using the scale below, please indicate the extent to which you agree or disagree with the statement, where: 
1 = strongly disagree; 2 = Disagree; 3 = Neither disagree no agree;
4 = Agree; 5 = Strongly agree

Statement	1	2	3	4	5
All employees in my enterprise are capable of using internet					
I have a dedicated person serving as a webmaster 					
I host the enterprise’s website locally (internally) 					
Every year I send at least one of my IT staff to short courses 					
I have a standby service provider for my enterprise’s website					
Staff in my enterprise communicates with each other and with management via email					
My employees regularly attend workshops to improve their computer skills which are organised by government and/or other stakeholders					






11.	Please provide your rating against each of the items listed below to indicate your enterprise’s experience/progress over the last 2 years. The rating scale varies from 1 to 5 where;








Better interaction with customer					
Faster response time to enquiry					
Better access to wider range of customers					
New sources of revenue					
Better access to information					
Others (specify one other issue not covered here and rate it)					
					

E.	E- Commerce Adoption Obstacles

12.	Please provide your rating against each of the statements below to indicate the extent to which you agree or disagree with it, where; 
1 = strongly disagree; 2 = Disagree; 3 = Neither disagree no agree; 
4 = Agree; 5 = Strongly agree

	1	2	3	4	5
My enterprise’s efforts to adopt e-commerce are marred by inaccessibility of financial resources					
I have got no clue on what e-commerce and the related technologies are and what to do to acquire them					
My employees have excellent knowledge of e-commerce					
Telecommunication infrastructure around here is both inadequate and unreliable					
Advice and support regarding adoption of e-commerce such as what technology to adopt and how, is hard to find around here					
The general ICT skills as applicable in the tour operation businesses is ample among my staff					

THANK YOU FOR YOUR TIME AND COOPERATION


Extent of e-commerce
	Presence
	Portals
	Transaction integration.
	Enterprises integration


E-Commerce adoption



Resources
	IT Knowledge
	Financial
	IT infrastructure



Performance Outcomes
	Efficiency
	Cost reduction
	Customer service
	Market expansion
























